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. https://www.ipsos.com/en/dancing-duality
. https://www.ipsos.com/en-us/knowledge/customer-experience/mind-the-gap

. Ipsos Brand Equity Database

Ipsos Brand Equity Database

. https://www.ipsos.com/en/forces-customer-experience

https://www.ipsos.com/en/get-fair-or-fail-why-fairness-key-business-success

. Ipsos-funded Brand Equity research fielded in 2020

. Survey-based attribute association and Ipsos Bayes Nets (IBN) Drivers analysis

https://www.ipsos.com/en/forces-customer-experience
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Getting Sticky — Emotional attachment and profitable customer relationships
https://www.ipsos.com/en/emotional-attachment-and-profitable-customer-relationships

Staying Close To Your Customers — Why customer experience still matters amid COVID-19
and social distancing
https://www.ipsos.com/en/staying-close-your-customers

The Key To Your CX Success — Finding the right customer experience KPI for your business
https://www.ipsos.com/en/key-your-cx-success
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Customer Perspective
https://www.ipsos.com/en/customer-perspective-ipsos-podcast

Getting It Right: The Brand Strategy Podcast
https://www.ipsos.com/en/getting-it-right-brand-strategy-podcast

BREE MR A EREEREE | IPSOSVIEWS 19


https://www.ipsos.com/en/dancing-duality
https://www.ipsos.com/en-us/knowledge/customer-experience/mind-the-gap
https://www.ipsos.com/en/forces-customer-experience
https://www.ipsos.com/en/forces-customer-experience
https://www.ipsos.com/en/emotional-attachment-and-profitable-customer-relationships
https://www.ipsos.com/en/staying-close-your-customers
https://www.ipsos.com/en/key-your-cx-success
https://www.ipsos.com/en/customer-perspective-ipsos-podcast
https://www.ipsos.com/en/getting-it-right-brand-strategy-podcast

B R 12 a0 R KGR
iR

Q00 AT 168 rm W 75 55 e BA 2 B B 17
s — A B R mE

Catherine Burton Equity Lead, Brand Health Tracking, Ipsos

Jean-Francois Damais Global Chief Research Officer, Customer Experience, Ipsos

The Ipsos Views white
papers are produced by the
Ipsos Knowledge Centre.

WWW.ips0s.com
@Ipsos GAME CHANGERS | Ipsos






